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ABSTRACT
This study is a replication study of Self-Enhancement as a Motivation for Sharing Online Advertising 
by David G. Taylor, David Strutton, and Kenneth Thompson (2012). This study involves two 
different types of advertisement; one for low involvement product (mineral water) and one of high 
involvement product (mobile phone service provider). The result of this study shows that product 
category involvement increases consumer self-expressiveness. The regression output provides 
indication that there is a direct positive linear relationship between product category involvement 
and self-expressiveness. The findings of this study would be beneficial for managers in advertising 
industry especially in online advertising industry. It provides the marketing manager with helpful 
information to formulate online advertisement that aims to go viral by maximizing the use of digital 
media. It helps the marketer to better understand the consumer motives behind their decision to share 
advertisement. This could be useful in designing the appropriate promotion strategy.
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1. INTROdUCTION
Advertising is about delivering the right message to the right audience at the right time by filling 
the gap between the sender and receiver (Fletcher, 2010). As marketing communication tools, there 
are many aspects that advertising can cover (Fletcher, 2010). Even though the most fundamental 
use of advertisements is to sell, advertisements also serve different purposes, such as building brand 
awareness through informative content and giving consumers a reason to purchase through persuasive 
content (Fletcher, 2010).
Not every advertisement ‘goes viral’. There are still a limited number of advertisements that 
have achieved that level of success (Fletcher, 2010). There are different aspects that influence the 
effectiveness of advertisements. The most important aspects of motivation are the brand, message 
content, and emotional value (Kemp, Bui & Chapa, 2012; Phelps, Lewis, Mobilio, Perry & Raman, 
2004), and product category involvement (Te’eni-Harari, Leman-Wilzig & Lampert, 2009).
Before the emergence of the Internet, marketers would use traditional media such as television, 
radio, outdoor billboards, and print to promote their products and services. Those media are 
considered to be above-the-line advertising, which are paid and mass media type. These media are 
one-way communication. Nowadays, the advancement of technology has influenced how companies 
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advertise, shifting the focus from traditional advertising to online advertising. The Internet has allowed 
advertising to expand the communication network and leverage social media to reach the target market.
Viral marketing has been used for around 20 years. Nowadays, there are many multinational 
companies which try to implement viral marketing as part of their marketing communication strategies 
in different industries (Schulze, Scholer & Skiera, 2014). Viral marketing employs word-of-mouth 
(WOM) advertising to pass along ideas or information through social network sites, email, or links 
(Kulp, 2007).
In the digital era, a company usually launches their advertisement either on their own websites 
or on social media websites. The most common ways for consumers to receive the message is 
through Facebook and YouTube. Then consumers share it with their friends. The prevalence of this 
sharing act is what causes a video to become viral. Consequently, viral advertising can be defined as 
voluntary distribution of information from one person to another using digital or electronic means 
(Petrescu, 2012).
An example of viral advertising in the digital world is the Evian water ‘Roller Babies’ 
advertisement. A lot of people have seen and shared the advertisement and made it viral. Its viewership 
on YouTube has reached over 79 million views internationally. Another example on a smaller scale is 
‘Ada Apa Dengan Cinta’, a 2014 Indonesian LINE advertisement. When the campaign was launched, 
many people watched and shared this mini drama advertisement on their social media accounts. The 
viewership count on YouTube has reached approximately 5 million views.
Word-of-mouth (WOM) is a powerful and important tool that directly impacts brand reputation. 
The digital era has sped up the effectiveness of communication delivery and increases the power of 
word-of-mouth (Taylor, Strutton & Thompson, 2012). Social media popularity gives consumers the 
opportunity to use WOM on such platforms. This is known as electronic word-of-mouth (eWOM). 
eWOM allows consumers to transfer a message to numerous other consumers at the same time (Taylor, 
Strutton & Thompson, 2012). Starting from a small group of consumers, an advertising message 
could be forwarded to a larger group of consumers in the blink of an eye.
A previous study has suggested that self-expression affects what is called social transmission 
(Berger & Milkman, 2011). The consumers would most likely share advertising content with others 
because they find it entertaining or informative. Sharing those particular ads will give the impression 
that they know interesting and/or valuable information (Berger & Milkman, 2011). In other words, 
consumers are triggered to share advertising message to express their self-concept and portray positive 
images about themselves.
This study is a replication of a study conducted by Taylor, Strutton and Thompson (2012). In that 
study, the researchers investigated the antecedents of factors influencing viral advertising. This study 
suggests that consumers would be more motivated to share online video advertising that matches 
their identity and expresses their self-concept.
Furthermore, this study will also investigate self-brand congruity, entertainment value and 
product category involvement as important factors in influencing consumers’ motivation to share 
online video advertising.
2. LITERATURE REVIEw
2.1. Electronic word-of-Mouth
There has been plenty of research regarding word-of-mouth. It is a social activity (Zhang, Feick & 
Mittal, 2014) existing as a cause of social concern toward information credibility including online 
advertising content (Logan, Bright & Gangadharbatla, 2012). Zhang, Feick and Mittal (2014) have 
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defined word-of-mouth (WOM) as consumer thoughts and concerns regarding a particular product or 
service that they have consumed, which was then communicated to another consumer using informal 
communication.
Electronic WOM can be defined as any types of communication that is created by customers 
(be it actual or potential) that are readily available and accessible via the Internet (Hennig-Thurau, 
Gwinner, Walsh & Gremler, 2004). Through such communication, a consumer tries to express and 
persuade others to focus on the brand of their choice. Moreover, customers who share WOM will share 
not only positive thoughts but also negative experiences about a product or brand (Petrescu, 2012).
Another study by Gelb and Sundaram (2002) refers to eWOM as “word of mouse”. They define 
e-WOM as all types of positive and negative testimonials from consumers regarding a product or 
company (Petrescu, 2012; Daugherty & Hoffman, 2014). eWOM testimonial has the potential to 
become viral (Petrescu, 2012) as the information can travel quickly (Daugherty & Hoffman, 2014).
Generally, the information and opinions given on internet-based forums are honest, thoughtful, 
passionate (McDaniel & Gates, 2015) and less tailored communications (Gelb & Sundaram, 2002). 
Moreover, eWOM gives information seekers the opportunity to get information from strangers and 
experts in addition to information from their personal social network (Gelb & Sundaram, 2002; 
Petrescu, 2012). eWOM also provides the information seekers with affordable research costs and 
provides easy access to all kind of information (Daugherty & Hoffman, 2014).
Both WOM and eWOM are very powerful persuasive tools that can be very effective in raising 
consumer awareness. Moreover, it is even considered more powerful than advertising. However, 
advertising can evoke consumers to engage in eWOM (Buttle, 1998).
2.2. Self-Identity Theory
According to Stryker’s identity theory, self-identity symbolizes an individual’s internal self, which 
is associated with the self-interaction and role of that individual within their social contexts (Turner, 
2012). Gecas and Burke (1995) define identity as a value devoted to one’s self that was influenced 
by the self and society or social agents such as peers and family (Delamater, Myers & Collett, 2014; 
Petrescu, 2012). It shapes an individual’s attitudes, values, beliefs, and actions with knowledge and 
skills though social interaction (Petrescu, 2012).
Oyeserman (2009), and Akerlof and Kranton (2000) suggest that the primary motivation for 
consumer attitude and behavior is identity (Bhattacharjee, Berger & Menon, 2014). Through the 
observation of one’s self-behavior and the social response, an individual is positioning himself or 
herself s in the society, while building and structuring identities (Delamater, Myers & Collett, 2014).
As stated by Burke and Rietzes (1981), Marcus and Wurf (1987), and Roger (1947), the self 
will be most motivated to perform a consistent action that will reinforce, confirm, or reaffirm the 
identities that they wanted to claim (Chernev, Hamilton & Gal, 2001) for themselves (Delamater et 
al., 2014). The action referred to in this study is sharing advertising video content to their friends. 
This statement was also supported by Bodner and Prelec (2003) who stated that the desire to display 
self-identity cues for their own self leads the self to behave in a way that would express their inner 
states (Chernev, Hamilton & Gal, 2001).
‘Self-identity’ refers to the acknowledgment of the real self along with all the qualities that can be 
possessed by an individual (Benoit, 1997). Schau and Gilly (2003) claim that a consumer may build 
their self-identity by the way they present who they are as a person, and by the way they communicate 
with other people around them (Wallace et al., 2014).
There are numbers of strategy that the self performs to verify their self-identity (Delamater, 
Myers & Collett, 2014). The first strategy that the self could do is engage in selective interaction. The 
second strategy that the self could do is try to express their identity signals that provoke the identity. 
Lastly, they could perform actions that enhance the self-identity.
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2.3. Self-Enhancement
Individuals verify their self-identity by performing an action that would enhance their self-identity. As 
discussed by Delamater, Myers & Collett (2014), the main objective of such behavior (enhancement) 
is to build a self-image that reflects the self from other people’s perspective. This public image that is 
created must be consistent with their self-perception. Moreover, Delamater, Myers & Collett (2014) 
also suggest that self-enhancement is a controlled self-presentation within a social interaction that could 
happen either consciously or unconsciously. It is demonstrated in any kind of behavior we possess, 
the way we speak, the way we dress, and our facial expression. The self’s behaviors are continuously 
influenced by what other people expect from the self (Delamater, Myers & Collett, 2014).
‘Enhancement’ is described as the effort to improve what is expected to be perceived by the 
public (Clow & Baack, 2014). Fundamentally, self-enhancement is an action that claims a successful 
association to the self. Some researchers describe it as a perception of mastery, over-confidence, 
and unrealistically positive self-evaluation (Benoit, 1997; Hepper, Gramzow & Sedikides, 2010). 
Self-enhancement refers to presenting the quality possessed by the self and the identity of the self to 
others (Benoit, 1997). Self-enhancement is focused on achieving, increasing, and controlling positive 
self-presentation (Hepper, Gramzow & Sedikides, 2010).
2.3.1. Self-Expressiveness
‘Self-expressiveness’ is expressed to claim a positive self-branding. Its presentation is demonstrated 
through a series of different strategies including non-verbal gestures, associating self with positive 
connections, acts of doing favorable things, opinion conformity, giving compliments and self-
enhancement (Benoit, 1997).
Expressiveness is one motivator for a consumer to engage in eWOM communication. A 
representative advertising content that is parallel with the consumer’s identity would be most likely 
to be forwarded (Taylor, Strutton & Thompson, 2012; Ho & Dempsey, 2010). To enable themselves 
to express their identity, consumers would transfer their self-concept using tools that could reflect 
who they are. The consumer would transfer the self-concept including social interactions using 
products, brands, and possessions (Hogg, 2000; Kleine, Kleine & Allen, 1995) such as social media. 
As a message that has been forwarded or identity has been transferred, a positive response will be 
extracted as a result from self-concept enhancement (Hogg, 2000).
The digital world such as social media is a perfect place where consumers can express their most 
desired self-concept and develop a sense of membership (Livsey, 2013). Positive self-presentation 
content is most likely to be shared in order to enhance sender identity throughout the network (Burger 
& Milkman, 2011). Consistently, a consumer’s sense of self determines the effectiveness of advertising 
messages to be forwarded (Teixeira, 2012).
H1: The self-expressiveness of an eWOM message has a direct positive effect on the likelihood that 
the message will be shared with others.
2.4. Self-Brand Congruity
Every brand carries a symbolic meaning interconnected with a consumer’s self-concept. There are a 
few major factors that show how customers can be deeply connected with a brand. These factors are 
‘brand-self connection’ and ‘brand prominence’ (Keller, 2008; Park, MacInnes, Preister, Eisingerich 
& Laccobucci, 2010).
This study will focus on the first factor which is the one Keller (2008) refers to as brand-self 
connection. Keller (2008) also suggested that when a brand has positioned itself positively and 
specially to consumers, they will develop a mindset of how attached they feel. This state of mind 
which customers create can be expressed through a statement like “I adore this brand,” “this brand 
International Journal of Asian Business and Information Management
Volume 8 • Issue 1 • January-March 2017
42
means a lot to me,” “this brand is not just a product to me” or “supposing this brand went away, I 
would most definitely miss it.”
Therefore, brand is an important asset for a business. The higher the liking a consumer has toward 
a brand, the greater the opportunity they will pass along positive words about the brand.
H2a: The level of perceived congruity between the self and the brand has direct positive effects on 
the likelihood that the message will be shared.
According to Sirgy (1985) and Taylor, Strutton and Thompson (2012), ‘self-brand congruity can 
be described as “the match between the brand’s value-expressive attributes (product/user images) 
and the consumer’s self-concept”.
Chernev, Hamilton, & Gal (2001) argue that brand is an instrument of expressing self-identity. 
This indicates that there is a correlation between a consumer’s self and brand image (Taylor, Strutton 
& Thompson, 2012). Consumers have the tendency to accept a brand that is similarly positioned as 
their self-concept (Bhattacharjee, Berger & Menon, 2014).
Consumer self-concept will become congruent with a brand at the point where the customers 
have strong feelings toward a brand. A previous study has suggested that self-brand congruity 
plays a positive role in consumer attitude (Ibrahim & Najjar, 2008). By using a particular brand, 
the consumers are trying to signal to the audience who they are and how they represent themselves 
(Chernev, Hamilton & Gal, 2011).
H2b: The level of perceived congruity between the self and the brand has direct positive effects on 
the self-expressiveness of the message.
2.5. Entertainment Value
According to Taylor, Strutton and Thompson (2012), ‘entertainment value’ is when online advertising 
brings joy, amusement and pleasure to the viewers. Consumers on digital platforms expect to receive 
content which offers entertainment. This shows that entertainment value in online advertising affects 
consumer attitudes. It may also positively affect brand attitude (Logan, Bright & Gangadharbatla, 
2012).
In this study, the researchers define entertainment value as any form of message delivery that 
touches a consumer’s emotions. The emotion definition that researchers refer to on this study varies 
from one individual to another. For example, some people feel entertained when they watch comedy 
movies, while others may feel entertained when they watch horror, thriller, drama or action movies.
It was suggested that advertising content incorporates the use of entertainment such as music, 
humor, surprise, anger and other approaches that trigger emotions (Lantos & Graton, 2012; Berger & 
Milkman, 2011; Usman, 2013; Phelps, Lewis, Mobilio, Perry & Raman, 2004) and will give added 
value to advertisements and influence the likelihood to share. These factors can encourage the viewers 
by amusing them within a certain period (Usman, 2013).
H3a: The entertainment value of the message has direct positive effects on the likelihood to share 
the message.
Moreover, entertainment was shown to positively affect consumer’s social identity (Dobele, 
Lindgreen, Beverland, Vanhamme & Wijk, 2007; Soares & Pinho, 2014). An advertisement with a 
strong emotional sensation may enhance the possibility of the message being forwarded. Consumers are 
motivated to pass along the information or messages they have if the message brings joy, entertainment, 
or is highly emotional, consisting of hedonic and utilitarian value, matching their self-concept and if 
they feel that it will entertain others who receive the message (Petrescu, 2012; Soares & Pinho, 2014).
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H3b: The entertainment value of the message has direct positive effects on the self-expressiveness 
of the message.
2.6. Product Category Involvement
Flynn and Goldsmith (1993) defined ‘involvement’ as a construct that reflects the variation in a 
consumer’s importance and enthusiasm toward a product category (Bloch, Commuri & Arnold, 2009).
Other related studies (Brisoux & Cheron, 1990; Celsi & Olson, 1988; Leclerc & Little, 1997; 
Te’eni-Harari, Leman-Wilzig & Lampert, 2009) suggest that product involvement can significantly 
affect consumer preference, attitude, perception, and decision regarding a product within the same 
product category.
In this study, product category involvement is defined as the personal connection between the 
self and the product that associates the self to the degree of information needed to make a decision. 
Furthermore, product category involvement is also linked with WOM. It was suggested that consumers 
who have a higher involvement level would be most likely to share the product information to others 
(Taylor, Strutton & Thompson, 2012).
H4a: The level of involvement in the product category has direct positive effects on the likelihood 
that the message will be shared with others.
Xue (2008) also suggested that consumers would not consider thinking or giving attention 
to a message that delivers an irrelevant message to their self-concept. The greater match between 
consumer and product, the more the likely a consumer will be willing to consume and purchase the 
particular product.
H4b: The level of involvement in the product category has direct positive effects on the self-
expressiveness of the message.
3. RESEARCH METHOdOLOGy
3.1. Research design
This study is a descriptive study that was conducted using a convenience sampling method. The 
survey was distributed to university students aged 18-25 years old who reside in Jakarta, Indonesia. 
These students were chosen because they are considered to be the most prolific Internet users in 
recent years. The measurements in the questionnaire were adopted from the measurements utilized 
by Taylor et al., 2012.
For the purpose of this study, the researchers have used two types of advertisements to give 
more variation in the product category involvement. The first advertisement was a ‘Simpati’ (mobile 
phone service provider) advertisement. This advertisement represents a high involvement product. 
The second advertising was an Aqua (a mineral water brand) advertisement, which represents a low 
involvement product category. There were 112 respondents who participated in the survey. Fifty-
seven respondents were shown the first advertisement (Simpati) and the other 55 respondents were 
shown the second advertisement (Aqua).
3.2. data Collection
The survey was distributed using both offline and online methods. The online survey was developed 
using the Google Form application. To distribute the survey, the survey link was distributed through 
LINE, WhatsApp, Facebook and e-mail to all potential respondents. To make sure that the respondents 
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watched the advertising before completing the survey, the researchers also added two filter questions; 
asking the respondents about the brand and the advertising that they were supposed to watch in advance.
The offline data collection method was conducted in the form of a self-administered questionnaire. 
The respondents who were willing to participate were asked to watch the advertisement prior to 
completing the survey.
4. FINdINGS ANd dISCUSSION
4.1. Reliability and Validity
The researcher has conducted reliability and validity analysis to test whether the survey results 
are consistent and valid. Cronbach’s Alpha in SPSS ver.21 was used to measure the reliability and 
Confirmatory Factor Analysis was used to measure the validity.
The result shows that all variables have a Cronbach’s Alpha value of more than 0.60, which 
indicates that all variables are reliable and can be used for further analysis.
Furthermore, the results also show that all variables had a KMO value greater than 0.50, which 
also indicates that the variables are valid and are acceptable to be used in the full-scale survey.
4.2. descriptive Analysis
The majority of the respondents (73.2% or 82 people) regularly used cellular phones as the main 
medium to access the Internet, while 54.5% (61 people) used laptop computers.
Seventy-four respondents (66.1%) received online video advertisements from a friend and 46 
respondents (41.1%) have experienced sharing online video advertisements with their friends through 
social media platforms. Facebook is the most frequent medium to share and receive online video 
advertising.
4.3. Hypothesis Testing
To test the hypothesis, this study used simple linear regression analysis. As shown in Table 1, R-squared 
values for all hypotheses were relatively high. The significant value also showed that direct linear 
regressions existed. Moreover, the beta values all show that there are positive relationships between 
the dependent variables and the independent variables.
The findings show that all hypotheses are supported based on the data gathered from respondents 
who watched the Simpati advertising.
Different findings were gained from respondents who answered the survey based on the Aqua 
advertisement. The R-squared values for H1, H2a, H3a, and H4a were relatively low (0.223, 0.213, 
0.166 and 0.124 respectively). Table 1 shows the summary of regression analyses.
The significant values for H1, h2a, H3a and H4a are above 0.05, which suggests that the linear 
relationships do not exist and the hypotheses are rejected.
Table 1. Summary of regression analysis (Aqua)
Hypothesis R Square Sig. Beta
H1 0.058 0.077 0.238
H2a 
H2b
0.051 
0.508
0.099 
0.000
0.217 
0.695
H3a 
H3b
0.046 
0.332
0.116 
0.000
0.265 
0.718
H4a 
H4b
0.002 
0.157
0.746 
0.003
0.049 
0.437
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On the other hand, H2b, H3b, and H4b are shown to have R-squared values that are relatively 
high. The significant values for these hypotheses are below 0.05, which mean that H2b, H3b, and 
H4b are accepted.
4.4. Independent Sample T-Test
Based on the T-test analysis output, the five tests show that there is equal variance assumed for all 
test variables since all five variables tested have Sig value > 0.05. There are four tested variables 
(self-expressiveness, self-brand congruity, entertainment value, and likelihood to share). The findings 
show that there is no significant difference in the mean value of the two categories (Simpati and 
Aqua). Only one tested variable was shown to be significantly different in the mean value of the two 
categories, which is the product category involvement.
4.5. Additional Analysis
For additional analysis, the researcher sought to determine whether a direct positive relationship 
would still exist when multiple independent variables are tested against one dependent variable 
simultaneously. Therefore, multiple linear regressions were used to test the result of this additional 
analysis.
There are two additional analyses conducted in this study. Each analysis was tested twice using 
different data (Simpati data and Aqua data).
Additional Analysis 1 (for both data Simpati and Aqua) shows that although product category 
involvement does not have a direct relationship with self-expressiveness, the other two independent 
variables (self-brand congruity and entertainment value) are proven to have a positive direct 
relationship with self-expressiveness.
Additional Analysis 2 shows an interesting result in the Simpati data. The result shows that there 
is indication that multicollinearity exists. This means that the four independent variables used on this 
particular regression have a very high degree of intercorrelation.
Additional Analysis 2 for Aqua data shows that the hypothesis was rejected because the significant 
value is below 0.05, which means that there is no direct relationship between self-expressiveness, 
self-brand congruity, entertainment value, and product category involvement with likelihood to share 
online video advertising.
5. CONCLUSION ANd RECOMMENdATIONS
Based on the findings, there are few recommendations for Simpati to improve their online video 
advertising effectiveness. First, Simpati would need to clearly define and cleverly target their segments. 
In order to do so, the company needs to invest in marketing research to find more insights into their 
consumers’ behaviors in relation to forwarding an advertisement. Secondly, the company will need 
to preserve positive brand association that is aligned with their typical consumers’ self-concept (E.g. 
Your Everyday Discovery). Besides that, it is advised that the company should use insights derived 
from marketing research to ensure that the advertising content is fresh and entertaining so that people 
who watch it would be more likely to share the advertisement. Lastly, the companies marketing high 
involvement products would need to emphasize the product importance to keep the consumers highly 
involved and enthusiastic.
With regard to low involvement products, there is no indication that consumers of low involvement 
product would form brand attitude during the time they are exposed to the advertisement (Gardner, 
Mitchell & Russo, 1985). This study suggests that self-brand congruity, entertainment value, and 
the product category do affect consumer self-expressiveness. However, self-expressiveness, self-
brand congruity, entertainment value and product category involvement do not affect consumer’s 
likelihood to share.
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This shows that consumers have less attachment to low involvement products. This may explain 
some aspects in why the consumers do not feel that there is an importance to deliver the message 
through sharing the advertisement.
Therefore, these findings indicate that it is still open to question as to how to effectively develop 
a viral advertising campaign for low involvement products. Specifically, Aqua needs to be very 
aggressive in finding out what are other possible factors that could possibly influence consumers to 
share the online advertising video.
There are a number of limitations that the researcher encountered during this research. First, 
this research was conducted in Jakarta, involving people whose aged between 18 and 25 years 
old. Therefore, the findings may not be applicable for populations in other areas because different 
respondents may produce a different outcome. It is possible that for this young group of consumers, 
the product involvement level may differ as age was shown to have influence on level of involvement 
(Te’eni-Harari & Hornik, 2010). This indicates that the results of this study may not be applicable for 
markets outside that group. The advertisements used on this study were Indonesian advertisements. 
Therefore, the result may not reflect the reaction to standardized global advertisements or other types 
of advertisements that may have different cultural content.
There is a possibility that other variables may influence a consumer’s likelihood to share online 
video advertisement other than the four variables tested on this study. This means that there is a 
possible important aspect or area that researchers have not taken into account in this study such as 
social factors, advertising length, and cultural factors.
Future studies could be conducted involving different age groups to see whether there is any 
difference in terms of the research findings. Considering the small respondent size used on this 
research, it is recommended to increase the respondent size. By increasing the respondent size, it is 
expected that the accuracy of the findings can be improved. In addition to that, this study was using 
two Indonesia advertisements containing two products with different product involvements. For the 
future research, it might be interesting to use and compare Indonesia advertisements and foreign 
advertisements. Future studies could incorporate additional variables such as social factors, advertising 
length, and cultural factors which may influence the likelihood to share the advertisement.
International Journal of Asian Business and Information Management
Volume 8 • Issue 1 • January-March 2017
47
REFERENCES
Asosiasi Penyelenggara Jasa Internet Indonesia. (2013). Statistik Internet Indonesia (2). Retrieved from http://
www.apjii.or.id/v2/read/article/Statistik/263/statistik-internet-indonesia-.html
Asosiasi Penyelenggara Jasa Internet Indonesia. (2013). Statistik Internet Indonesia (9). Retrieved from http://
www.apjii.or.id/v2/read/article/Statistik/270/statistik-internet-indonesia-.html
Behe, B. K., Bae, M., Huddleston, P. T., & Sage, L. (2015). The effect of involvement on visual attention and 
product Choice. Journal of Retailing and Consumer Services, 24, 10–21. doi:10.1016/j.jretconser.2015.01.002
Benoit, P. J. (1997). Telling the Success Story: Acclaiming and Disclaiming Discourse. New York, United States 
of America: State University of New York.
Berger, J., & Milkman, K. L. (2012). What makes online content viral? JMR, Journal of Marketing Research, 
49(2), 192–205. doi:10.1509/jmr.10.0353
Berman, S. (2004). Media and Entertainment 2010 Scenario: The Open Media Company of the Future. Strategy 
and Leadership, 32(4), 34–44. doi:10.1108/10878570410699627
Bhattacharjee, A., Berger, J., & Menon, G. (2014). When identity marketing backfires: Consumer agency in 
identity expression. The Journal of Consumer Research, 41(2), 294–306. doi:10.1086/676125
Bloch, P. H., Commuri, S., & Arnold, T. J. (2009). Exploring the Origin of Enduring Product Involvement. 
Qualitative Market Research: An International Journal, 12(1), 49–69. doi:10.1108/13522750910927214
Bodner, R., & Prelec, D. (2003). Self-signaling and Diagnostic Utility in Everyday Decision Making. In I. 
Brocas & J. Carillo (Eds.), The Psychology of Economic Decisions, vol. Rationality and Wellbeing. Oxford 
University Press.
Bosnjak, M., & Rudolph, N. (2008). Undesired self-image congruence in a low involvement product content. 
European Journal of Marketing, 42(5/6), 702–712. doi:10.1108/03090560810862598
Brisoux, J., & Cheron, E. J. (1990). Brand Categorization and Product Involvement. In M. E. Goldberg, G. Gorn, 
& R. W. Pollay (Eds.), NA - Advances in Consumer Research (Vol. 17, pp. 101–109). Provo, UT: Association 
for Consumer Research.
Burke, P. J., & Reitzes, D. C. (1981). The link between identity and role performance. Social Psychology 
Quarterly, 44(2), 83–92. doi:10.2307/3033704
Business News. (2013). Industri Periklanan Terus Tumbuh. Retrieved from Business News: http://www.
businessnews.co.id/ekonomi-bisnis/industri-periklanan-terus-tumbuh.php
Buttle, F. A. (1998). Word of Mouth: Understanding and managing referral marketing. Journal of Strategic 
Marketing, 6(3), 241–254. doi:10.1080/096525498346658
Celsi, R. L., & Olson, J. (1988). The role of involvement in attention andcomprehension processes. The Journal 
of Consumer Research, 15(September), 210–224. doi:10.1086/209158
Central Intelligence Agency. (2014). The World FactBook. Retrieved from https://www.cia.gov/library/
publications/the-world-factbook/geos/id.html
Chernev, A., Hamilton, R., & Gal, D. (2001). Competing for consumer identity: Limit to self-expressiveness and 
the perils of lifestyle branding. Journal of Marketing, 75(3), 66–82. doi:10.1509/jmkg.75.3.66
Clow, K. E., & Baack, D. (2014). Integrated Advertising, Promotion, and Marketing Communication (6th ed.). 
England, UK: Pearson Education Limited.
Daugherty, T., & Hoffman, E. (2014). eWOM and the importance of capturing consumer attention within social 
media. Journal of Marketing Communications, 20(1-2), 82–102. doi:10.1080/13527266.2013.797764
Delamater, J. D., Myers, D. J., & Collett, J. L. (2014). Social Psychology (8th ed.). Westview Press.
International Journal of Asian Business and Information Management
Volume 8 • Issue 1 • January-March 2017
48
Dobele, A., Lindgreen, A., Beverland, M., Vanhamme, J., & vanWijk, R. (2007). Why pass on viral Message? 
Because they connect emotionally. Business Horizons, 50(4), 291–304. doi:10.1016/j.bushor.2007.01.004
Drichoutis, A. C., Lazaridis, P., & Nayga, R. M. Jr. (2007). An Assessment of Product Class Involvement in 
Food Purchasing Behavior. European Journal of Marketing, 41(7/8), 888–914. doi:10.1108/03090560710752447
eMarketer. (2014). Indonesia Post Highest Digital Ad Growing in APAC. Retrieved from http://www.emarketer.
com/Article/Indonesia-Posts-Highest-Digital-Ad-Growth-APAC/1011212
Fletcher, W. (2010). Advertising: A Very Short Introduction (1st ed.). New York, United States of America: 
Oxford University Press Inc. doi:10.1093/actrade/9780199568925.001.0001
Flynn, L. R., & Goldsmith, R. E. (1993). Identifying innovators in consumer service markets. Service Industries 
Journal, 13(3), 97–109. doi:10.1080/02642069300000052
Gardner, M. P., Mitchell, A. A., & Russo, J. E. (1985). Low involvement strategies for processing advertisements. 
Journal of Advertising, 14(2), 4–12. doi:10.1080/00913367.1985.10672941
Gatranews. (2013). Tahun 2014 Industri Periklanan Tumbuh 20%. Retrieved from http://www.gatra.com/
ekonomi-1/29357-tahun-2014,-industri-periklanan-akan-tumbuh-20.html
Gecas, V., & Burke, P. J. (1995). Self and identity. In K. S. Cook, G. A. Fine, & J. S. House (Eds.), Sociological 
perspectives on social psychology (pp. 41–67). Boston: Allyn & Bacon.
Gelb, B. D., & Sundaram, S. (2002). Adapting to Word of Mouse. Business Horizons, 45(4), 21–25. doi:10.1016/
S0007-6813(02)00222-7
Hennig-Thurau, T., Gwinner, K. P., Walsh, G., & Gremler, D. D. (2004). Electronic word of mouth via consumer-
opinion platforms: What motivates consumers to articulate themselves on the internet? Journal of Interactive 
Marketing, 18(1), 38–52. doi:10.1002/dir.10073
Hepper, E. G., Gramzow, R. H., & Sedikides, C. (2010). Individual differences in self-enhancement and self-
protection strategies: An integrative analysis. Journal of Personality, 78(2), 791–814. doi:10.1111/j.1467-
6494.2010.00633.x PMID:20433637
Ho, J. Y., & Dempsey, M. (2010). Viral Marketing: Motivations to forward online content. Journal of Business 
Research, 63(9-10), 1000–1006. doi:10.1016/j.jbusres.2008.08.010
Hogg, M. A. (2000). Subjective uncertainty reduction through self-categorization: A motivational theory of social 
identity processes. European Review of Social Psychology, 11(1), 223–255. doi:10.1080/14792772043000040
Huang, J., Su, S., Zhou, L., & Liu, X. (2013). Attitude toward the viral ad: Expanding traditional advertising 
model to interactive advertising. Journal of Interactive Marketing, 27(1), 36–46. doi:10.1016/j.intmar.2012.06.001
Ibrahim, H., & Najjar, F. (2008). Assessing the effects of self-congruity, attitudes and consumer satisfaction 
on consumer behavioural intentions in retail environment. Marketing Intelligence & Planning, 26(2), 207–227. 
doi:10.1108/02634500810860638
Internet Live Stats. (2015). Indonesia Internet Users. Retrieved from http://www.internetlivestats.com/internet-
users/indonesia/
Keller, K. L. (2008). Strategic Brand Management (3rd ed.). New Jersey, USA: Pearson Education, Inc.
Kemp, E., Bui, M., & Chapa, S. (2012). The Role of Advertising in Consumer Emotion Management. International 
Journal of Advertising, 2(2), 339–353. doi:10.2501/IJA-31-2-339-353
Kleine, S. S., Kleine, R. E., & Allen, C. T. (1995). How Is a Possession Me or Not Me? Characterizing types 
and an antecedent of material possession attachment. The Journal of Consumer Research, 2(3), 327–343. 
doi:10.1086/209454
Lantos, G. P., & Graton, L. G. (2012). A Model of Consumer Response to Advertising Music. Journal of 
Consumer Marketing, 22(1), 22–42. doi:10.1108/07363761211193028
International Journal of Asian Business and Information Management
Volume 8 • Issue 1 • January-March 2017
49
Leclerc, F., & Little, J. D. C. (1997). Can advertising copy make FSI coupons more effective? JMR, Journal of 
Marketing Research, 34(November), 437–484.
Lim, W. M., & Ting, H. D. (2012). Research Methodology: A Toolkit of Sampling and Data Analysis Techniques 
for Quantitative Research. Munich, Germany: GRIN Publishing.
Logan, K., Bright, L. F., & Gangadharbatla, H. (2012). Facebook versus television: Advertising value perceptions 
among females. Journal of Research in Interactive Marketing, 16(3), 164–179. doi:10.1108/17505931211274651
Malhotra, N. K. (2012). Marketing Research (6th ed.). Pearson Education Inc.
Marcus, H., & Wurf, E. (1987). The dynamic self-concept: A social psychological perspective. Annual Review 
of Psychology, 38(1), 299–337. doi:10.1146/annurev.ps.38.020187.001503
McDaniel, C., & Gates, R. (2015). Marketing Research (10th ed.). USA: John Wiley & Sons, Inc.
Nurhayati, D. (2012). Weak Infrastructure Hampers Growth in Online Advertising. Retrieved from http://www.
thejakartapost.com/news/2012/05/25/weak-infrastructure-hampers-growth-online-advertising.html
Okazaki, S., & Taylor, C. R. (2013). Social media and international advertising: Theoretical challenge and future 
direction. International Marketing Review, 30(1), 56–71. doi:10.1108/02651331311298573
Park, C. W., Maclnnis, D. J., Preister, J., Eisingerich, A. B., & Laccobucci, D. (2010). Brand attachment and 
brand attitude strength: Conceptual and empirical differentiation of two critical brand Equity Drivers. Journal 
of Marketing, 74(6), 1–17. doi:10.1509/jmkg.74.6.1
Petrescu, M. (2012). Viral advertising: Conceptual and empirical examination of antecedents, context and its 
influence on purchase intentions [Dissertation]. Florida Atlantic University.
Phelps, J. E., Lewis, R., Mobilio, L., Perry, D., & Raman, N. (2004). Viral marketing or electronic word-of 
mouth advertising: Examining consumer responses and motivations to pass along email. Journal of Advertising 
Research, 44(4), 333–348. doi:10.1017/S0021849904040371
Redwing. (n. d.). Indonesia’s Media Market. Retrieved from http://redwing-asia.com/market-data/market-data-
media/
Sallam, M. A. (2014). The effect of brand image and brand identification on brand love and purchase decision 
making: The role of WOM. International Business Research, 2(10), 187–191.
Schau, H. J., & Gilly, M. C. (2003). We are what we post? Self‐presentation in personal web space. The Journal 
of Consumer Research, 30(3), 385–404. doi:10.1086/378616
Schulze, C., Scholer, L., & Skiera, B. (2014). Not all fun and games: Viral marketing for utilitarian products. 
Journal of Marketing, 78(1), 1–19. doi:10.1509/jm.11.0528
Soares, A. M., & Pinho, J. C. (2014). Advertising in online social network: The role of perceived enjoyment and 
social influence. Journal of Research in Interactive Marketing, 8(3), 245–263. doi:10.1108/JRIM-08-2014-001
Taner, J. & Raymond, M. A. (2012). Marketing Principles (Vol. 2).
Taylor, D. G., Strutton, D., & Thompson, K. (2012). Self-Enhancement as a Motivation for Sharing Online 
Advertising. Journal of Interactive Advertising, 12(2), 13–28. doi:10.1080/15252019.2012.10722193
Teeni-Harari, T., Leman-Wilzig, S. N., & Lampert, S. I. (2009). The Importance of Product Involvement for 
Predicting Advertising Effectiveness Among Young People. International Journal of Advertising, 28(2), 203–229. 
doi:10.2501/S0265048709200540
Teixeira, T. (2012). The New Science of Viral Ads. Harvard Business Review, 90(3), 25–27.
The Nielsen Company. (2014). Konsumsi Media Lebih Tinggi di Luar Jawa. Retrieved from http://www.nielsen.
com/id/en/press-room/2014/nielsen-konsumsi-media-lebih-tinggi-di-luar-jawa.html
Turner, J. H. (2012). Contemporary Sociological Theory. California, United States of America: SAGE 
Publications.
International Journal of Asian Business and Information Management
Volume 8 • Issue 1 • January-March 2017
50
Adilla Anggraeni is currently a faculty member of Binus Business School, Bina Nusantara University. She teaches 
Marketing Management, Consumer Behaviour and Contemporary Issues in Marketing. Her research interests 
include consumer behaviour, social marketing, and services marketing. 
Sarah Diandra is a Marketing graduate of BINUS Business School, Bina Nusantara International University.
Usman, M. (2013). Creation of Effective Advertising in the persuasion of Target Audience. International Journal 
of Economic Financial Management, 2, 77–80.
Xue, F. (2008). The moderating Effects of Product Involvement on Situational Brand Choice. Journal of Consumer 
Marketing, 25(2), 85–94. doi:10.1108/07363760810858828
Zaichkowsky, J. L. (1985). Measuring the Involvement Construct. The Journal of Consumer Research, 12(3), 
341–351. doi:10.1086/208520
Zhang, Y., Feick, L., & Mittal, V. (2014). How Males and Females Differ in Their Likelihood of Transmitting 
Negative Word of Mouth. The Journal of Consumer Research, 40(6), 1097–1108. doi:10.1086/674211
